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摘  要 
 














意度、如何提高第一次解决率以及呼叫中心 IVR 的流程再造等。 
笔者作为 D 公司技术支持呼叫中心提高客户忠诚度项目直接的领导者和参
与者之一，希望通过案例的介绍和经验总结为中国的呼叫中心企业流程改进以及



































The marketing concept of modern enterprise has changed from low level of price 
competition to higher level of service competition, what is the transition from product 
centric to customer centric. The customer is considered as the most important resource 
by more and more companies and they are going to improve the customer experience 
and the customer loyalty is deemed to one of the long-term development strategy. 
D company is famous as its low cost & high efficiency. But the traditional direct 
model is impacted by the recession of global economy and the competition of IT 
industry, which causes the low performance of D company. After undergoing the 
mixed transformation of direct model and retail model, D company regards the 
customer loyalty as one of company-wide strategy. And from 2010, NPS (Net 
promoter score) theory was implemented throughout the company. To retain a good 
reputation among the consumer by improving customer loyalty and establish a good 
corporate image then finally economize the cost of developing a new customer and 
improve the core competition are expected by D company. 
The research objectives of this article are how to improve the customer loyalty 
from the influencing factors perspective, which bases on the technical support call 
center of D company, and set up an evaluation system to improve customer loyalty. 
Varies of topics had been discussed in this article, including how to improve the 
working process, how to improve the first resolve rate and how to reengineering the 
interactive voice response system. As a key participant of project which purpose is to 
improve the customer loyalty, I want to share the best practice to those companies 
who want to implement NPS theory and improve the process of call center. 
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第一章  绪 论 
第一节  研究背景及选题意义 
自 2007 年全球金融危机以来，各国经济进入了不景气的时期，众多跨国公
司纷纷缩减预算，甚至裁员过冬。而在金融业，企业倒闭和裁员更是泛滥成灾。
由于 IT 产品及服务的 大买主是金融行业，金融业溃坝，带给 IT 巨头们的同样
是切肤之痛。在市场份额占 大的美国，D 公司等 PC 厂商的 大客户是金融机
构，由此也成为金融危机的直接而且 大的受害者之一。“金融危机不但削减了
IT 产业的开支，还客观上导致消费者的购买力下降，将给 IT 产业带来无法想象
的冲击。”Forrester 副总裁兼首席分析师 Andrew Bartels 表示。据悉，各大
调研公司已重新调整了未来 IT 产业预期，普遍认为 IT 产业增长受金融危机将增
长放缓，未来几个季度 IT 支出增长不超过 3%，微软、英特尔、苹果、戴尔等各
















                                                        
[1] 万晶，金融风暴波及全球创业板，中国证券报中证网，2008 年 10 月 12 日 



























   本文采用案例研究的方式，阐述了 D 公司技术支持呼叫中心是如何推广并管
理客户忠诚度的。 
   本论文主要分五个章节： 
第一章 绪论部分   
主要介绍本文研究的背景以及范围和对象，论文的研究方法及论文结
构等。 





第三章 基于技术支持呼叫中心的客户忠诚度管理系统    
主要介绍建立客户忠诚度管理系统的四个维度以及具体如何通过改
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